As the economy of commodities continues to grow, people's living standards continue to increase, and the choice of turntables they face is also more abundant. The competition for businesses around the terminal market has become intense and fierce. The number of brands, the fierce market Jinzheng, the increase in similar product readings, and the increase in consumer choices, have also led to the continuous promotion of various promotions by various merchants.
Introduction
As China's market economy gradually matures, corporate competition can no longer rely on products alone, but instead it will gradually rely on brands. Therefore, both academic research and market management are increasingly concerned about the concept of brand loyalty, which plays a significant role in the long-term development of the company. The current trend of economic globalization, resource globalization, and information globalization are obvious. It is very difficult for a product to improve its quality and technology from marketing to marketing (Srini Srinivasan, Rolph Anderson, & Kishore Ponnavolu, 2002) . However, a strong brand can make up for this shortcoming. The difficulties and challenges facing Chinese companies are as follows:
Each brand has its own specific market and customer base, and has its own channels, marketing models, etc. These are the unique resources of the brand. The joint promotion is in essence the complementarity of market resources between brands. The two exchanged their own apples in their hands. The result was that they were still two apples. Two people had two ideas in their minds. The result of the exchange was two or more thoughts in the minds of the two. The intangible power of the brand is similar to that of people's minds. The result of the joint promotion is 1+1>2.
Basic Concepts and Measurement of Brand Loyalty
The intrinsic determinants of brand loyalty mainly include the overall research thinking on the intrinsic determinants: through the analysis of behaviors and attitudes, we expect to find certain rules of these behaviors and attitudes, and then use specific cases to confirm or falsify (Jagmohan S. Raju,Sanjay K. Dhar, & Donald G. Morrison, 1994) .
The focus of brand loyalty research on consumer psychology is the relationship between psychological law and brand marketing. There is more attention to brand preference. Research generally believes that there is a high correlation between brand preference and brand loyalty. Therefore, many studies mainly focus on how some variables influence brand preference.
The research on the willingness of buyers for brand loyalty mainly includes the possibility of consumers' intention to purchase products. After consumers generate perceived values, they will further generate purchase intentions, and consumers' purchase intention will usually depend on the benefits obtained by perceptions. value. The consumer behavior is that the consumer is stimulated by the outside world, enters the buyer's consciousness, and then makes purchasing decisions based on the characteristics of the consumer and the decision-making process. The external stimuli that make consumers react include the impact on the choice of products, the choice of brands, the choice of dealers, the timing of purchases, and the quantity of purchases. Therefore, we can see that consumers' behavior will affect their willingness to purchase based on different situations. In the purchase decision-making process, consumers will go through three stages of cognition, emotion, and behavior. Therefore, they will have preferences, beliefs, and perceived quality before the purchase, which can predict the final decision of consumers (Jagmohan S. Raju,Sanjay K. Dhar, & Donald G. Morrison, 1994) .
Factors Affecting Brand Loyalty
It mainly studies the influence of marketing activities on loyalty. Among them, the most research is on advertising and promotion.
The relationship between advertising and brand loyalty: The main research in this area is the influence of advertising on the way and means of dissemination to the public on brand memory, brand awareness, brand selection and brand preference. The conclusion is that advertising can indirectly affect brand loyalty through these aspects. One argument is that advertising has two forms of influence on brand loyalty: one form is to persuade consumers to increase brand loyalty to increase sales, and one is to increase the tendency of consumers to increase sales. According to another view, the advantages of investigating and contrasting advertisements in influencing purchase intentions are not obvious, and the combination of reliability, credibility, information volume and perception does not fully coincide.
The relationship between price-related promotions and brand loyalty: Research in this area must be practical in nature and investigated by tracking actual marketing cases. Most of them are researching the changes in brand ijbm.ccsenet.org International Journal of Business and Management Vol. 13, No. 7; 2018 loyalty of goods in price reductions, promotions, discounts, promotions, and other activities. It is mainly to ascertain whether the price reduction promotion can attract new consumers and whether the price reduction promotion itself will reduce brand loyalty. The conclusion is that although price reduction promotion is a common means of marketing, it does reduce brand loyalty, because it will increase consumers' distrust of the brand's own price and the sensitivity of price reduction promotions.
The influence of public relations on brand loyalty: There are few research results that can be seen in this area. Some scholars have studied the relationship between employee loyalty and consumer loyalty. In summary, it is the loyalty of the employees that can be loyal to employees. Although it is rather obscure, many scholars believe that public relations can indeed improve the brand's reputation and thus influence brand loyalty. Therefore, the relationship between the two should be close.
The Construction of a Theoretical Model

Research Framework
In the previous section, a comprehensive review of joint marketing, brand awareness, brand reputation, and brand loyalty was conducted. From the previous review of the literature, it can be found that the research theory for single brand promotion is rich and varied, but the research on joint promotion is relatively few. And the literature on the joint promotion of the brand loyalty is very few. However, through observation and sorting, it can be found that joint marketing in the Chinese market has increasingly attracted the attention of companies. Many large companies and brands have already started this new type of promotion and have received good returns (David R. Wheeler, 1974) .
Research Hypothesis
This article discusses the effect of joint promotion, brand awareness, and brand reputation on master brand loyalty fruit. Based on the previous literature and discussion, this paper establishes the following assumptions.
Joint Promotion
As a new promotion method, joint promotion has gradually been accepted and widely adopted by enterprises. Co-promotion is a high-level form of promotion. It is a transformation and sublimation of a form of promotion. It has a greater impact on target consumers and potential consumers. With the intensification of market competition, the joint promotion has been widely used. Rajah Varadarajan (1985) [651 points out that joint sales promotion has a certain influence on the brand. By joint marketing with different products from another company, both parties can achieve certain market goals. One of them is to increase brand competitiveness.
Peter D BeIlllett (1995) and Philip Kotlertl (2000) believe that the tools or methods of promotion are mainly divided into five forms: advertising, sales promotion, public relations, personnel promotion, and direct marketing. Since joint promotion is a category of sales promotion, when examining the joint promotion of brand awareness, brand reputation, and brand loyalty, it should also divide the joint promotion into five dimensions, and then examine their impact on the brand.
Based on this, we put forward the first and second assumptions of this paper. Under each hypothesis, we follow the five dimensions of joint promotion.
Decompose into five small hypotheses:
Hla: Advertising in a joint promotion has a positive impact on brand awareness.
Hlb: Sales promotion in joint promotion has a positive impact on the visibility of the main brand.
Hlc: Public relations in joint promotion have a positive impact on the visibility of the main brand.
Hld: People sales in joint promotions have a positive impact on brand awareness.
Hle: Direct marketing in a joint promotion has a positive impact on brand awareness.
H2a: Advertising in joint promotion has a positive impact on the reputation of the main brand.
H2b: Sales promotion in joint promotion has a positive impact on the reputation of the main brand.
H2c: Public relations in joint marketing have a positive impact on the reputation of the main brand.
H2d: People sales in joint promotion have a positive impact on the reputation of the main brand.
H2e: Direct marketing in joint promotion has a positive impact on the reputation of the main brand.
Master Brand Awareness
The reason why consumers choose a brand is because the consumer knows the brand. With the consumers' ijbm.ccsenet.org
International Journal of Business and Management Vol. 13, No. 7; 2018 in-depth understanding of the brand, they gradually begin to trust the brand. At this time, the brand brings people beyond the value of the product itself. The purchaser will also think that the product is worth the money or enjoy the value, and in the mind left a good impression on the brand and gradually formed a brand reputation. Sam Walton, the founder of Wal-Mart, famously said: "Please expose your eight teeth to the customer." He also taught: "When customers come to a distance of ten feet from you, you must look at the customer gently. Eyes, encourage him to come to you and ask you for help. "This is the so-called "ten-foot attitude," and Wal-Mart conveys the concept of "providing customers with more valuable and high-quality products," which gives consumers trust and loyalty. And a good brand reputation comes from The word-of-mouth communication between consumers, in order to achieve a higher brand reputation, not only to increase consumer satisfaction, but also to pay attention to the positive information of the dissemination of products, minimize the negative effects, and to take good care of It is difficult to establish licenses and it is difficult to maintain the brand, so the reputation of the brand is vital to the brand's life. To build a strong brand, we must pay attention to the reputation of the brand. Steffen, Georges (126) 1261 points out that brand awareness is the brand reputation. The premise is that there is a strong positive correlation between the two, and if the awareness is low and the reputation is low, the brand is in the market introduction period, and the product (in a broad sense, the service is also the product) quality and brand promotion work We also did not do enough; if the awareness is low and the reputation is high, it means that a good product "is cultivated by someone who is still not known"; if the product's awareness is high, the reputation is low. Easy to give a feeling of notorious; high awareness of high reputation is a very mature product performance, but also easy to form brand loyalty Accordingly, this paper proposes the first three assumptions:
H3: The visibility of the main brand is positively related to the reputation of the main brand.
Reputation of the Main Brand
Brand reputation is based on brand awareness. There is no brand awareness, not to mention the formation of a good image of the brand in the minds of consumers. Brand awareness is the basis of reputation; and brand reputation can truly reflect the brand's value in the minds of consumers, both of which are important indicators to measure the degree of brand value. Reputation is a good image of the brand in the minds of consumers. The degree of reputation is premised on the prestige, and there is no good reputation, let alone a good brand image. However, reputation can be rapidly promoted through publicity. The awareness of enterprises and products established through event marketing, soft papers, and various marketing vehicles is not always the same as the brand reputation of an enterprise. Therefore, some CEOs have exclaimed that while product popularity is unprecedented, sales volume of products fluctuates greatly. Only relying on authoritative media advertising and endless promotion campaigns can drive sales. At this time, CEOs realized that brand awareness is only an integral part of brand reputation. Brands with high brand awareness will be more likely to be the object of consideration when purchasing, and thus are more likely to form brand loyalty. Brand reputation refers to every good thing that is connected with the brand in the memory and represents a good image, reputation and reputation. If the brand has a high reputation, that is, it is a very good image in the minds of consumers, and it is a brand with good reputation and good reputation, it is easy to form brand loyalty, and vice versa will lead to a decline in loyalty. For example, the theme of a certain brand is environmental protection, which gives people the impression of caring for the society and caring for human beings. When one day begins to produce cigarettes, it will naturally reduce its image and affect its brand loyalty. It can be seen that brand reputation has a certain influence on brand loyalty. Based on this, the 4th to 6th hypotheses of this paper are proposed:
H4: The reputation of the main brand is positively related to the loyalty of the main brand.
H5: The reputation of the main brand is positively related to the loyalty of the main brand.
H6: The reputation of the main brand is positively related to the emotional loyalty of the main brand.
Hypothesis Verification of SPSS
Data Collection and Descriptive Statistics
SPSS output results are shown in Table 1 to Table 2 . Table 1 shows the frequency of observations for the variables male and female respectively. In this case, the P value of the progressive bilateral test is 0.614 far greater than the significant level of 0. 05, accepting the original assumption that, for this data, the gender and loyalty are independent, and there is no difference between male and female consumers in the use of the data. That is to say, there is no significant difference in the loyalty of male and female consumers.
Reliability and Validity Test
The SPSS output is shown in Table 3 to Table 4 , and Table 3&4 show the actual observed frequency, theoretical frequency and the difference between the values of the gender variable and the consumption variable, respectively. 
Regression Analysis of Loyalty
After completing the correlation analysis of the data, the loyalty is regarded as the explained variable, and the dependent variable is used as the explanatory variable. The results are as follows: It shows that the effect of overall regression analysis on model is significant and effective.
The significant test value of parameter β _ 0 was 2.456.
The P value is 0.015 > 0.01 after retaining three decimal places, which indicates that there is no significant correlation between the two variables.
The dependent variable can not be used to explain the status quo of loyalty when the significant level is 0.01, so the better the dependent variable is, the higher the probability of success is.
Using loyalty as the explanatory variable and loyalty as the explanatory variable, the regression analysis is carried out. The results are as follows. The statistical value of F is 80.060% P = 0.000 < 0.01.
It shows that the effect of overall regression analysis on model is significantly related.
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Standard regression equation: X 11?
Regression Analysis between Subjective Norms and Loyalty
Using loyalty as explained variable and subjective norm as explanatory variable, regression analysis is carried out. The results are as follows
All variables enter regression model P value is 0. 000 < 0. 01.
The value of t test is 6.827.
P value was 0.000 when three decimal places were retained.
Subjective norms can be used to explain the impact of financial risk on loyalty. And the positive correlation between the two, so the better the subjective norms of loyalty, the higher the success rate of loyalty.
The standard regression equation: X _ (11) S _ (12) 1. 645 0.392X _ 9\ + _ _ _?
Hypothesis Testing and Result Analysis
Based on the second and third chapters, the research model of this paper is established. Determined by joint promotion is an independent variable: brand awareness, brand reputation as the intermediate variable; brand loyalty as the dependent variable research framework, and establish the research hypothesis of this article. The research hypotheses in this chapter are summarized and analyzed as follows:
Direct marketing in H2e-joint promotion has a positive impact on the reputation of the main brand.
Conclusion
Customer loyalty is an important reflection of enterprise brand, which is of great significance to enterprises. Chi-square testing of market survey data through SPSS software can help marketers make correct marketing decisions and understand customer loyalty. To meet the needs and expectations of customers, effectively eliminate and prevent customer complaints and complaints, continuously improve customer satisfaction, promote customer loyalty, and build a mutual trust between enterprises and customers. Interdependent "quality value chain".
